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A study on theory of service marketing and its applicability 
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ࢧ࣮ࣅࢫ࣐࣮ࢣࢸ࢕ࣥࢢ⌮ㄽ  Service marketing theory 
ࢧ࣮ࣅࢫ࣐࣮ࢣࢸ࢕ࣥࢢᛂ⏝  Service marketing application 
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ᛶ ࠖࠊࠕാࡁ࠿ࡅຊ ࠖࠊࠕᐇ⾜ຊ ࠖࡀ࠶ࡾࠊࠕ⪃࠼ᢤࡃຊࠖ
࡜ࡋ࡚ࠕㄢ㢟Ⓨぢຊ ࠖࠊࠕィ⏬ຊ ࠖࠊࠕ๰㐀ຊ ࠖࠊࠕⓎಙ
ຊࠖࡀ࠶ࡿࠋࡉࡽ࡟ࠕࢳ࣮࣒࡛ാࡃຊࠖ࡜ࡋ࡚ࠕഴ
⫈ຊ ࠖࠊࠕᰂ㌾ᛶ ࠖࠊࠕ᝟ἣᢕᥱຊ ࠖࠊࠕつᚊᛶ ࠖࠊࠕࢫࢺ
ࣞࢫࢥࣥࢺ࣮ࣟࣝຊ ࠖࡀ࠶ࡿ(♫఍ேᇶ♏ຊ᥎㐍ጤဨ








⾜ຊ ࠖࠕㄢ㢟Ⓨぢຊ ࠖࠕ๰㐀ຊ ࠖࠕⓎಙຊ ࠖࠕഴ⫈ຊࠖ
ࠕつᚊᛶࠖࡢ 7 ࡘ࡛࠶ࡗࡓࠋ 
 ࡲࡎࠊᐇ⩦ࡢᐇ᪋๓࡟ᐇ⩦࣓ࣥࣂ࣮ࡣ♫఍ேᇶ♏
ຊࡢ஦๓ホ౯ࢆ⾜ࡗ࡚ࡳࡓࠋ 
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